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The Evolution of the Bell Symbol 


Angus Hibbard, AT&T’s general superintendent in 
the late 1880’s, is credited with the origin of the 
Bell Seal, the familiar emblem originally used to 
promote long distance service. In his autobiogra- 
phy, Hibbard tells of how the seal was developed: 
“*.. . the new service (Long Distance) had become 
so successful and well established that my asso- 
ciates demanded that we should have a public sign 
proclaiming it, a sign which would compare favor- 
ably with the emblems or trademarks of other first- 
class business institutions and services. Author- 
ized to secure designs from architects, artists and 
others, we eliminated all but two or three (a Greek 
cross, a form of shield and a flying figure), but they 
were not satisfactory and | took over the task to 
see what | could do. 


“Tramping lower Broadway, studying signs of 
many kinds, | had come to believe that the best 
color scheme for such a sign would be blue on 
white, with plenty of blue. Alone in my office with 
the samples at hand, | took a large pad of paper 
and tried to study the questions from the bottom 
up. We wanted a sign for Alexander Graham Bell’s 
telephone. With that as the fundamental, | sketched 
on paper the outline of a bell. To the next question, 
‘What kind of telephone are we to advertise?’ there 
was but one answer, the long distance telephone. 
And so | printed within the outline of the bell the 
words ‘Long Distance Telephone*.” 


Hibbard's idea was officially approved by General 
Manager E. J. Hall, Jr., January 5, 1889. This first 
Bell emblem advertised long distance service only. 
At that time a long distance telephone used a spe- 
cial transmitter and a metallic circuit. “Local” 
telephones were less efficient transmitters and 
used grounded circuits. Local service improved, 
however, and by 1895 the blue sign was lettered 
“Local and Long Distance Telephone.” 


The bell was enclosed within a rectangle up to 
1900, when it was placed within a double circle in 
which was printed “American Telephone and Tele- 
graph Company and Associated Companies.” Be- 
low the bell the words “Bell System” were added. 


Bell System companies then began to adopt the 
emblem, substituting their own names in the 
circles. In 1921 the words “Bell System” were let- 
tered on the bell, and in 1939 the lettering was 
modernized and the design simplified to make it 
more readable. 


The 1939 design continued for twenty-five years 
when the double circle with lettering was replaced 
by a single heavy band around the bell. 


Even with the many changes in the design, Angus 
Hibbard would still recognize his Bell Seal. His 
original seal, simple and strong, has only required 
minor revisions over the years to keep it in tune 
with the times. 


TELEPHONE. 
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This instruction describes the Bell System’s cor- 
porate identification plan. It presents the graphic 
design that reflects the competence and modernity 
of our business. 


Since our company transmits strong visual signals 
to the public and employees, we share an obliga- 
tion to present an uncluttered and coordinated ap- 
pearance throughout the business. The application 
of the design must be consistent. 


The symbol and ‘‘Logo”’ reflect our contemporary 
environment and signals the presence of the Bell 
System and graphically expresses the inherent 
character of our organization. 


This inherent character is expressed in many ways. 
First, Our products and service say something 
about the company. Second, management and em- 
ployee attitudes contribute to the way people feel 
about the company. Third, the visual ways the 
company presents itself reflects the Corporate 
personality. These images make up the Corporate 
identity. 


Throughout the Bell System, this consistent look 
says that we are a network of companies—work- 
ing together. Therefore we have an additional re- 
sponsibility to express ourselves simply and in 
good taste—not to contribute to the visual clutter 
of our environment, 


This company instruction, Number 87, is provided 
to illustrate tne trademark, logo, and stripe appli- 
cation for PACIFIC NORTHWEST BELL on ve- 
hicles, building signs, stationery and other media. 


Everyone concerned with any aspect of this pro- 
gram should familiarize himself with the con- 
tent of this instruction. Any questions regarding 
applications in PNB should be referred to the Cor- 
porate Identification Committee, Vice President- 
Public Relations, Chairman. 
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Corporate Identification 
Introduction to Company Instruction 87 


The Bell Symbol 


Throughout the system the bell has been the pri- 
mary graphic form identifying us for more than 
eighty years. Above is our new symbol. It is bolder 
than ever before. It was designed for strength and 
modernity. The words inside the bell are gone be- 
cause they were difficult to read most of the time. 
This is particularly true whenever the bell was re- 
duced in size for printing or when used on TV. 
Even signs at a distance could not be read. The 
new symbol is strong and compelling—wherever 
it is seen it says clearly—BELL SYSTEM. 


The Logotype 


Pacific Northwest Bell 


The logotype is the company name used properly 
in a consistent manner. This “logo” is based on a 
particular type style—Helvetica Bold—which was 
selected for its contemporary look and legibility. 
The “logo” for our company is a shortened form 
of the company’s legal name which is Pacific 
Northwest Bell Telephone Company. This brevity 
makes the name more memorable and effective. 


The Trademark 
Pacific Northwest Bell 


Our trademark is the combination of the Bell sym- 
bol and our company “logo.” This combination is 
like a flag which shows our identity as well as our 
association with the Bell system. 


APPROVALS: 

This instruction is issued by PNB Standards and 
Practices Group, Seattle, and is approved by: 
Vice President and Comptroller 

Vice President—Public Relations 

Vice President-Operations 
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Corporate Identification 
Company Instruction 87 
Part 1—Stationery 


Part 1—Stationery, provides secretaries and ad- 
ministrative people a means of selecting the 
proper stationery items for their use. It illustrates 
various styles and formats and shows the assigned 
form numbers for easy cross-reference to the Cat- 
alog of Forms and Office Supplies. The Catalog 
gives proper ordering quantities, source and other 
ordering information. 


The application of Corporate Graphics to the sta- 
tionery items we use provides another maximum 
identification with the Bell System. This instruction 
shows the various letterheads, envelopes, calling 
cards, note paper and shipping labels most used 
in dealing with the public or other companies. 


On the letterheads and business cards used in this 
instruction you see the basic elements of our sta- 
tionery design system—a blue bell with the com- 
pany logo in black. You see how the different re- 
lationship of the bell size to logotype size on sta- 
tionery items has been individualized for each 
piece. On the letterhead the bell is quite dominant. 
But, on the business card the person’s name dom- 
inates. On labels and envelopes, shown further on 
in this instruction, the relationship changes again. 


You will notice on some illustrations, and it is fur- 
ther indicated in the Catalog of Forms and Office 
Supplies, that some “personalized” items require 
approval of district or division level supervision. 


Printing costs are much less under company nego- 
tiated contracts than if each office places separate 
orders with individual printers. In addition, com- 
pany contracts assure uniformity by using only 
authorized printing specifications. For these rea- 
sons it is intended that all stationery using the Bell 
Symbol, Pacific Northwest Bell’s logotype, or the 
company Trademark be ordered as specified in 
this instruction and the Catalog of Forms and 
Office Supplies. 


Local purchases or local printing 
arrangements are to be avoided. 


If there are requirements not covered by this in- 
struction or not included in the Catalog, please 
notify through lines of organization the General 
Operations Supervisor—Standards and Practices, 
General Administration, Seattle. 


| 
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A Word About Stationery Design 


On this letterhead, Form D5486-1 you see the basic 
elements of our stationery design system—a blue 
bell symbol with the company logotype in black. 
These are stacked flush left over the address 
which, along with other identifying information, is 
set in Helvetica type. 


Stacking all copy on the right side of the page 
makes the total design modern and more distinc- 
tive than the traditional center or left side format. 
The validity of the new design becomes clearer, 
and its strength apparent, when a flush-left type- 
written message is added. This completes the de- 
sign of the page by visually balancing the right- 
hand stacking block, as shown on pages 6 and 9. 


Because you read a letter close up, there is no 
functional need for the informational copy to be 
large. And, by making the logo and address less 
obtrusive, it does not overpower the typewritten 
communication. You will see in this manual how 
the different relationship of the bell size to logo- 
type size on stationery items have been individual- 
ized for each piece. On the letterhead the bell is 
quite dominant. Informational copy—the address 
and telephone number—will be typeset in Hel- 
vetica light. 


Ordering information for letterheads will be found 
in the “Forms and Office Supplies Catalog.” 


Different address information for all stationery 
items is indicated by suffix number. For example: 


—1 821 Second Avenue, Seattle, Washington 
—2 1101 Fourth Avenue, Seattle, Washington 
—3 421 S.W. Oak Street, Portland, Oregon 
—4 West 620 Sprague, Spokane, Washington 
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Pacific Northwest Bell 


821 Second Avenue 
Seattle, Washington 98104 
Phone (206) 345-2211 


Pacific Northwest Be) 


Edward J. Nelson 821 Second Avenue 
Personnel Supervisor Seattle, Washington 98104 
Phone (206) 345-4149 


0 


July 1, 1970 


Mr. Stanley L. Thurman 0 | 
Personnel Supervisor 

South Central Bell 

7OL South 20th Street 

Birmingham, Alabama 35233 


Dear Mr. Thurman: 


Only the printer and our secretaries generally see the company 

letterheads without a typewritten letter on the sheet. In fact 

you might say that it is the secretary who visually completes 

the design of our new letterhead. Her typewritten message is a 

visual balance for the printed components stacked on the right 0) 
side of the page. 


This is an example of a letter typed in the contemporary format 
which fits so well with our new letterhead design. Everything 
lines up with the left margin, including the signature block. 

A printed title or department name sets the margin. The date 
should be typed equidistant between the executive title and the 
addressee. 


On our general company letterhead, the left margin should be 
one and one-half inches. Paragraphs are not indented in this 
format. Four spaces should be allowed for the writer's signature. 


The light tick mark on the extreme left edge of the sheet signals 
the typist that she has approximately eight lines to complete her 
letter or approximately fourteen lines before she should continue 
on a second page. 


Sincerely, 


) ¿RT 0) 


Edward J.V Nelson 
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Personalized Letterhead Usage 


illustrated is Form D 5487 


The sample letter on page 6 shows the contempor- 
ary style of typing authorized for Pacific Northwest 


Bell. 

C Ordering information for personalized letterheads 
will be found in the “Forms and Office Supplies 
Catalog.” Also see pages 12 and 13 in this manual. 
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Usage of the General Company Letterhead | | 


Illustrated is Form D 5486 


The sample letter on page 9 shows the method of 
handling the return address and the writer's title. 


Ordering information for the General Company a 
Letterhead will be found in the “Forms and Office 0) 
Supplies Catalog.” 


@ Pacific Northwest Bell 


July 1, 1970 


Mr. Thomas R. Cripps 
Operations Supervisor 
@ New York Telephone 
| 140 West Street 
New York, New York 10007 


Dear Mr. Cripps: 


When the typewritten message is added to a letterhead, it should 
have a balancing effect on the design components of that letter- 
head. So, it's actually the secretary who completes the letter- 
head design with her typing format. 


We believe that the contemporary typing format contributes to the 
visual balance of the page, and thus enhances the new design. 


- 


On the general letterhead - those without the executive title or 

department name - the left margin should be one and one-half inches. 

The date, placed on the left side should be equidistant from the | 
bottom line of the company address and the top line of the addressee. 

Letterheads without a return address should have the address typed 

below the signature and title block. 


The complimentary close and signature are typed in block alignment 
in the left lower corner in this contemporary format. 


pancerely, 

Echo Melior 
Edward J Nelson 
Operations Supervisor 

821 Second Avenue 

Seattle, Washington 98104 


im 
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| This i is the basic company letterhead ı use ] 
side Correspondence. | 


- See “Forms and Office Supplies Catalog’ C rc 
cl =, information. O 


Pacific Northwest Bell 


821 Second Avenue 
Seattle, Washington 98104 
Phone (206) 345-2211 


Pacific Northwest Bell 


Business Office 1101 Fourth Avenue 
Seattle, Washington 98101 
Phone (206) 345-2211 


This letterhead is the same as the General Com- 
pany letterhead with the addition of the official’s 


name, title, and phone number. Use of this per- 
sonalized stationery may be authorized by District 
Level approval. 

See “Forms and Office Supplies e for or- 
dering information. 


Edward J. Nelson 
Traffic Manager 


0 


Pacific Northwest Bell 


1101 Fourth Avenue 
Seattle, Washington 98101 
Phone (206) 345-4149 


Edward J. Nelson 
Community Relations Manager 
Public Relations Department 


The same as the General Company letterhead 
shown on Page 12 with the addition of the parson Ss 
department. | 


See “Forms and Office Supplies Catalog” for or- 2 
dering information. 


Pacific Northwest Bell 


421 S.W. Oak Street 
Portland, Oregon 97204 
Phone (503) 226-8767 


Pacific Northwest Bell 


821 Second Avenue 
Seattle, Washington 98104 


Pacific Northwest Bell 


821 Second Avenue 


Seattle, Washington 98104 0) 


Air Mail 


Pacific Northwest Bell 


Edward J. Nelson 821 Second Avenue 
Vice President Seattle, Washington 98104 
Phone (206) 345-2147 


This design is more formal than the general execu- 
tive letterhead and is authorized for use by depart- 
( ment heads and above. The Bell symbol is blind 
\ embossed instead of printed. The executive sta- 
tionery system consists of the following: 


Monarch letterhead 7% x 10% Form D 5488-1 

Monarch second sheets Form D 5488-2 
A Monarch envelope (No. 8) Form D 5490 
: Business Card Form D 5489 


See “Forms and Office Supplies Catalog” for or- 
dering information. | : 


Edward J. Nelson Vice President 


i> 
MA 
Pacific Northwest Bell 
821 Second Avenue 
Seattle, Washington 98104 
Phone (206) 345-2147 


Pacific Northwest Bell 


821 Second Avenue 
Seattle, Washington 98104 


Edward J. Nelson 


821 Second Avenue 
Seattle, Washington 98104 
Phone (206) 345-2147 


Edward J. Nelson 
821 Second Avenue, Seattle, Washington 98104 


Authorized for use by all management employees. 

For non-management | use, district level approval 
_ is required and is restricted to em ployees with cus- 
tomer contact responsibilities. | 


- No more than two lines of f job title or r description 
a may pe used. | 


re sidence telephone ni umbers a are omitted, 


. dering informati ion. 


J. E. Johnson 
Manager 


O 


Pacific Northwest Bell 
1915 Terry Avenue 
Seattle, Washington 98101 
Phone (206) 345-9810 


Edmund B. Strand 
District Plant Manager 


O 


Pacific Northwest Bell 

410 Northeast Clackamas 
Portland, Oregon 97232 
(503) 233-8101 res. 636-6569 


G. R. “Sammy” Harris 
Assistant Statistician 
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Pacific Northwest Bell 

821 Second Avenue 
Seattle, Washington 98104 
Phone (206) 345-8101 


Pacific Northwest Bell 


Pacific Northwest Bell 


Pacific Northwest Bell 


Norton Best 


Pacific Northwest Bell 


Terry Washington 


Inter-Department Envelope (9% x 12%) 
Form BS10 


Considerable mail is received in natural kraft en- 
velopes of this size. To make these deliveries 


stand out, this envelope is made from grey kraft 
paper. 


See “Forms and Office Supplies Catalog” for or- 
dering information. 


Pacific Northwe@ Be 


821 Second Avenue 
Seattle, Washington 98104 


The large label is for fourth- class mail. The smaller 


label is for use on either small ge! or large 
envelopes. 


See “Forms and Office Supplies Catalog” for or- 
dering information. 


821 Second Avenue, Seattle, Washington 98104 


Pacific Northwest Bell 


821 Second Avenue, Seattle, Washington 98104 


Pacific Northwest Bell 


Pacific Northwest Bell 


Reproduction Sheet for Bell System Stationery 


These trademarks (bell symbol and logotypes) have been espe- 
cially prepared for the stationery items as specified in the Bell 
System Stationery Manual, Part Two—Production and Printing 
Specifications. The size relationship between the bell symbol and 


Pacific Northwest Bell 


Pacific Northwest Bell 


Pacific Northwest Bell 


Pacific Northwest Bell 
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Pacific Northwest Bell 


Symbol for the Executive Personal 
Letterhead and Envelope F 


BOO 


Company logotype for 3" x 5" Mailing Label l 


Pacific Northwest Bell 


Pacific Northwest Bell 


Pacific Northwest Bell 


Pacific Northwest Bell 


Pacific Northwest Bell 


Pacific Northwest Bell 


Symbol for Executive ied 
Formal Business Card 


000A 
0 00A 


logotypes differs from the graphic reproduction sheets not desig- 
nated for stationery items. Each trademark or symbol usage in the 
manual is cross-referenced to the letters shown on this sheet. Only 
the trademark specified for each stationery item is to be used. 


© Pacific Northwest Bell 
(ay | 


Pacific Northwest Bell 
© Northwest Bell 
Pacific Northwest Bell 


Symbol for General 
Business Card H 


© 000 
00000 


Company logotype for 4” x 7” Mailing Label J 


Pacific Northwest Bell 
Pacific Northwest Bell 


Pacific Northwest Bell 
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